Introduction
An on-line survey of managers from the Resort Commercial Recreation Association member resorts inquired about their attitudes toward green or ecofriendly practices and also asked them to identify any green practices their resort had undertaken in the last year (Tierney 2008) . The survey found overall strong motivational support by respondents, with 93% of responding resort managers in the USA and Caribbean agreeing it is "imperative for the resort industry to become more green." There were strong business incentives expressed by resort managers, with 69% agreeing a "large number of clients are asking about their green practices." An extensive list of green practices undertaken by respondent resorts was identified in the survey. These findings suggest there is broad-based support for green practices and more sustainable development among resort managers. However, several questions remain despite initial research: What is the level of traveler support for green or eco-friendly practices and sustainable development in the travel industry? Are travelers seeking out businesses that undertake green business practices? Could it be that the industry is ahead of consumers in the adoption of green travel practices?
The objectives of this research were to: Investigate consumers' attitudes toward environmentally responsible or green practices in the travel industry; identify any green practices consumers have undertaken recently while traveling; explore factors influencing traveler adoption of green practices; and provide implications for sustainable tourism development.
Literature
Since the middle of the twentieth century there has been a large increase in tourism around the world. In 1950, the World Tourism Organization recorded the number of international arrivals as 25 million people. By 1980, international arrivals had grown to 270 million people (Holden, 2000) . Then between the years of 1992 and 2007, the number of international tourists (people who travel outside of their usual environment for more than 24 hours yet not more than one consecutive year) worldwide grew from 463 million to 903 million people (Chiesa, & Gautam, 2009; Honey, 2008) . The United Nations World Tourism Organization (UNWTO) predicted that by 2020 there will be approximately 1.6 billion international travelers worldwide (United Nations World Tourism Organization, n.d.).
A growing number of tourists have led to increased impacts from tourism and interest by tourists in green or low impact travel practices. A 2009 national survey by PhoCus Wright showed 44% of USA travelers consider minimizing environmental impacts as an important factor when planning their travel (PhoCus Wright, 2009 ). The hospitality industry has also been seeing changes in the interests of their clientele as an increasing number of hotels have adopted green practices. Some smaller upscale hotels are seeing 15-20% of their business coming because of green and sustainability efforts (Natz, 2008) . About 69% of resort managers in USA and Caribbean agreed that a "large number of clients are asking about their green practices" (Tierney, 2008) .
Research is increasingly showing that tourists are becoming more aware of sustainability practices and are making it an important factor when choosing a resort (Bricker, Sarnoff, & Schultz, 2009; Yesawich, 2009) . "According to the World Tourism Organization, tourists are already beginning to avoid destinations with a bad environmental record, and a major vacation destination which declines in popularity course faces enormous economic losses" (Huffadine, 2000, p. 7) . In fact, one study found that tourists are more likely to chose a hotel or resort if: it had recycling bins (67.5%), energy efficient lighting (69.4%), unoccupied guest rooms (65.6%), changed sheets only on request (58.9%), in-room displays printed on recycled paper (65.1%) (Honey & Krantz, 2007) . These studies suggest consumers are becoming more supportive of green practices but, are they actually changing their travel behaviors and undertaking more green or eco-friendly practices?
Methods
Data were collected using a self-administered questionnaire. The survey instrument included questions on visitors' attitudes toward green practices, visitors' characteristics, and any eco-friendly practices respondents undertook during their travel in the last year. Questions were based on a survey from a recent study of green practices at resorts in the USA and Caribbean (Tierney, 2008) . The introduction to the first question stated that "green practices could range from using/generating renewable energy, using lower CO 2 emission forms of transportation, recycling of wastes, water conservation, buying green products and supporting green organizations." Respondents were presented with 18 statements on green practices and were asked to indicate their agreement or disagreement with each of the statements on a 1-5 scale, with 5=strongly agree, 4=agree, 3=neither agree nor disagree, 2=disagree, and 1=strongly disagree. The final part of the survey asked respondents to briefly describe three green or eco-friendly travel products or services they have purchased or used. Data were also collected on respondent age, formal education level, household income and current trip length. A convenience sample of visitors at the California Welcome Center (WC) at Pier 39 festival center attraction in San Francisco was collected during the third week of March 2009. Welcome Center visitors at Pier 39 were selected because WC visitors are similar in diversity to tourists visiting San Francisco and California. This was an exit survey, where one adult from each exiting group was asked to participate. Surveys were administered by trained college students and WC staff. Visitors were offered a reusable tote bag as an incentive to participate.
Data analysis was undertaken to provide the basic descriptive information of means, frequencies and percentages. Cross tabulation was employed to determine differences among respondents' attitudes toward environmentally responsible business practices with regards to their socio-demographic profile. A chi-square test probability of .05 or less was considered to be a significant difference. Factor Analysis of attitudes towards green practices was undertaken. Statistical Package for Social Sciences (SPSS 16) was used for data entry, cleaning, and analysis.
Responses to the open-ended question were content analyzed to determine if the product or service listed was travel related.
Results
The results are presented in four major subsections which provide and discuss: (1) characteristics of respondents; (2) respondents' attitudes toward green or ecofriendly practices in the tourism industry; (3) factors influencing respondents' attitudes toward green or eco-friendly practices in the tourism industry; and (4) green practices recently undertaken by respondents.
Characteristics of Respondents
A total of 267 Pier 39 Welcome Center respondents completed the survey. There was a broad mixture of age groups among respondents but 77.0% were between 25 and 54 years old, as shown in Table 1 . Young adults (18-24) were underrepresented in the data. Respondents resided in other states (38.9%), California (31.3%) and in other countries (29.8%). Local residents made up 12.1% of respondents, while state residents from other parts of California accounted for 19.2% (Table 1 ). There was a wide array of respondent household income with the most frequent level (31.2%) being $100,000-$199,999, while 11.2% had less than $35,000. 
Respondents' Attitudes toward Green or Eco-Friendly Practices in the Tourism Industry
Respondents attitudes about green or eco-friendly practices and sustainability in the travel/tourism industry were determined by responses to 18 statements on green practices, with 5=strongly agree, 4=agree, 3=neither agree nor disagree, 2=disagree, and 1=strongly disagree. The results are presented in Table 2 as a percentage breakdown of responses for all green practices attitudinal statements and a mean average score for each statement. The majority of respondents agreed or strongly agreed that it was "imperative that the travel industry become more green and eco-friendly" (83.0%) and that "our children's future depends on moving towards more green practices" (76.1%). Almost 65% of respondents specified they were personally committed to supporting green practices. More than a half of respondents strongly agreed or agreed their "family or friends encourage them to support green practices" (54.0%), they "cared if a travel company adhered to green practices' (53.7%), and "some green practices can save money while traveling" (53.5%). In addition, 53.3% of respondents agreed or strongly agreed that travel companies should contribute cash to local non-profits that support green practices. Nearly half of respondents (48.9%) strongly agreed or agreed they were willing to pay an additional 10% for green travel services. Only 9.3% strongly agreed they were NOT willing to pay any additional costs for green practices. Over 37% (37.6%) of respondents agreed they specifically seek out green service providers when they plan travel. Approximately 25% of respondents (25.1%) strongly agreed or agreed to have used a travel service provider in last year primarily because it employed green practices (see Table 2 ).
About Factor analysis of respondent attitudes towards green practices resulted in the identification of four key factors that explained 51.1% of the variation in responses. Figure 1 shows the most explanatory factor was "Unwilling Green Skeptics." Other factors were "Believer But Unsure Which Provider;" "Willing to Pay More But Can Also Save;" and Peers and I Think It's Greenwash." 
Green or Eco-Friendly Practices Recently Undertaken by Respondents
Respondents were asked to briefly describe three green or eco-friendly travel products or services they had purchased or used (if any) in the last year. A substantial number of respondents (12.7%) were able to describe a green practices they undertook while traveling in the last year (see Table 3 ). Only 5.2% of practices cited were specific to the travel industry. The most frequently mentioned types of green practices were: Solid waste reduction (30.9%), Green transportation (25.5%), Green procurement/toxic-free products (26.0%), Green services/programs (7.3%), Water conservation (5.5%), and Organic food (3.6%). Most identified green practices were low cost and required only small changes in consumer behavior, such as employing reusable shopping bags or water bottles. Other actions had considerable cost (buying carbon offsets for flights) or required a substantial change in behavior (took public transportation instead of private car). A complete list of green practices identified and influences of demographic characteristics on green travel attitudes is provided in Table 4 . 
Factors Influencing Respondents' Attitudes toward Eco-Friendly Practices
This section reports on significant differences among respondents' attitudes toward environmentally responsible business practices and their sociodemographic profile. About one in four respondents (25.1%) agreed they used a travel service provider in the last year primarily because it employed green practices. While these respondents included Californians, travelers from other states, as well as international travelers, respondents who reside locally and in-state were significantly more likely to have used a green travel provider than were residents of other states and countries (See Table 5 ).
Respondents who had household incomes of $75,000-$99,000 and more than $200,000 were significantly more likely to care about whether or not a travel/tourism company adheres to green practices than those with other household incomes (see Table 6 ).
The vast majority of respondents agreed that the travel industry must become more green or eco-friendly, but there were significant differences between income levels. Respondents who had household incomes of more than $200,000 were significantly more likely to disagree it is imperative for travel/tourism industry to become more green or eco-friendly than respondents in other household income categories (see Table 7 ). * Chi square probability =.024 that differences in cell values are due to chance (N=246). 
Conclusions
A survey of visitors to the California Welcome Center at Pier 39 in San Francisco was administered to learn about their attitudes towards green or eco-friendly practices in the travel industry and if they had actually used/employed green practices during their travel in the last year. Results indicate that California Welcome Center visitors surveyed in the study were very supportive of the travel/tourism industry implementing green or eco-friendly practices. In addition, the majority said they are personally committed to undertaking green practices. But these travelers were relatively uncertain as to what green practices look like in the travel/tourism industry and which companies provided them. False claims and green-washing by some businesses are undermining public support for green practices, especially those with a higher cost and/or higher eco-benefits. Nearly half of the respondents were willing to spend at least 10% more to support green businesses. Respondents said they are actually changing their buying behavior toward green travel practices. About one in four respondents selected a travel service in the last year primarily because it used green practices. This indicates a potential competitive advantage for green travel businesses. There were no significant differences in respondent willingness to select green travel providers by age, household income or trip length. This suggests wide support for green travel/tourism businesses. However, a third of respondents were green skeptics and did not believe it is imperative to become more green or that global climate change is as pervasive as the media presents. Even though California residents were more likely to select green travel providers, the level of overall support and willingness to pay for green practices suggests there is a substantial national and world wide market for eco-friendly providers Overall, the study findings suggest there is a very large support base for green practices and sustainable operations but many more will buy/support green practice providers with better information and clearly distinguishable alternatives. There is a significant market (over 1/3 of respondents) that specifically seeks green oriented businesses and would likely purchase green travel alternatives; but consumers want more trustworthy information on what are and who undertakes green practices.
Combining other research about the travel industry and findings from this study about travelers suggests the industry is ahead of the consumer in adopting green practices, but this is quickly changing. Travelers want to be better informed and they need to be assured any additional funds and efforts on their part are being well spent to achieve the goals of true eco-friendly sustainable tourism. The travel/tourism industry should play an important role in facilitating the movement toward green practices by educating practitioners and consumers on viable green travel practices, being a creditable source of information on green practices and businesses that have made a substantial commitment to them.
